The significance of the social media market is huge, as they are rapidly evolving and the increase of their users is continuous. Alcohol companies are prime participants, by promoting alcohol beverages with digital methods via the internet, using all possibilities for penetrating users of social media. Within this context, a survey research was conducted to students on the impact of systematic social media use with respect to their alcohol preferences and consumption, as well as their views concerning alcohol promotion through social media.
Introduction
The origin of alcohol and alcohol beverages is lost in the mists of time, when people, by accidental fermentation, tasted for the first time an alcohol liquid [1] . Production and consumption of alcohol beverages was made by various societies for cultural, spiritual or other activities [2] . Nowadays, alcohol is widely used daily around the world, in various forms such as wine, beer, liqueur and other alcohol beverages, and is a key component of food and fun. Technology developments improved spirit quality but some are perfected through centuries of effort and experience of distillers.
New technologies, such as the internet, have greatly increased the possibilities for access to information and communication interaction. Specifically, the online communication is communication facilitated by information technology, and is defined as "synchronic and asynchronous communication between the sender and the recipient" [3] . Recent research has focused on informative and interactive dimensions of new technologies, while it is investigated how new media can offer new communication channels [4] . Internet is the most important and most widely boast the large amounts of alcohol they consume. Apart from advertising, which directly promotes alcohol products, online games, competitions and videos of parties flooded with alcohol are the means used by distilleries to reach children and teenagers. Marketing is also done by sending messages and advertisements that suddenly appear in these pages, without distinguishing whether the receiver is an age minor.
As resulted from a survey held by the same organization [11] , beer or other alcohol brands emerged as the most popular by children. These brands have their own websites and additional presence in various social media, such as Facebook and Twitter. The organization insists that advertising of alcohol beverages should be removed from the social media sites and that companies should impose restrictions on unofficial relevant pages created by the public, as done with tobacco products.
A similar study [12] shows a number of different marketing methods which have been developed by spirit promotion companies using social media. These methods can undermine social acceptable drinking patterns, emphasizing the acceptance of daily consumption. The marketing of social media also raises questions about the effectiveness of active regulatory frameworks. Obviously, the nature and effects of alcohol trade in social media need further investigation.
Below are some startling facts 1 about spirit websites in three of the most important social media with the most frequent usage 2 in Greece (June 2014):
Facebook:
• The website of Stoli-Greece company is in 3rd place among the top 5 fastest growing websites with 1,026 fans per day, while is ranked in 1st place per week with 10,350 fans. 
Twitter
• In the ranking of the top 100 brands in Greece, Fix-Hellas is located in the 95th place with 268 followers. These markings, in conjunction with the rapid technological developments in social media, such as real time online connection, video screenings, live podcasting, overall social networking and modern behavior, as well as other digital applications and platforms, are the foundations for the modern social media marketing [13, 14] . Alcohol is well known and promoted everywhere, while companies process and analyze the numbers of "likes" of their various promotional posts to increase product visibility, product promotion and ultimately increase product sales. Social media may be used as part of the company's innovative activities, taking though the necessary precautions in order to be consistent with the ethical issues that may arise [15] .
Research
Within this context, a survey research was conducted, which was applied to students of the Department of Oenology and Beverage Technology in the Faculty of Food Technology and Nutrition of the Technological Educational Institute (TEI) of Athens, on the impact of social media use with respect to their alcohol preferences and consumption, as well as their views concerning alcohol promotion issues through social media. More specifically, the following research questions were formulated:
1. Does systematic use of social media, i.e., frequent and simultaneously long duration use, affect preferences in types of alcohol? 2. Does systematic use of social media influence alcohol consumption? 3. What is the attitude of students towards various issues on alcohol promotion through social media? To investigate the research questions, data were gathered from students in a structured questionnaire, which was implemented by personal interviews. The questionnaire consisted of four modules-thematic units:
A. General information for students: gender, age, and working status. B. Social media use: frequency, duration and reasons for use for the three aforementioned primary social media: Facebook, YouTube and Twitter. The frequency of use was recorded on the basis of the choices: "daily", "3-4 times per week," "1-2 times per week," "less often" or "never". The duration was registered in hours for each time of use. Also, the reasons for using social media were recorded with a multiple answers question, referring to "personal communication", "entertainment-fun", "general information-access to sources", "information on new products", "training-research", "games" and/or "other reasons".
C. Alcohol: (a) beverage preferences, such as "wine (in general)", "tsipouro-ouzoraki", "beer", "alcohol beverages (whiskey, vodka, gin, etc.)", "alcohol cocktails" or "non-alcohol cocktails, juice, refreshments", with recording up to two preferences in order of importance, (b) number of drinks consumed on a typical social event and (c) awareness of alcohol promotion ways (using an open question).
D. Social media and alcohol: attitude of students on alcohol promotion in social media, based on the 5-level Likert scheme "strongly disagree", "disagree", "neither disagree, nor agree", "agree" and "strongly agree", for the following specific issues: (a) alcohol promotion in social media is acceptable, (b) people are being informed about new alcohol beverages through social media as well, (c) alcohol companies use social media to promote their products, (d) social media affect individual preferences to alcohol, (e) alcohol promotion in social media causes young people to consume alcohol, and (f) minor children are affected by social media for drinking alcohol.
Data collection was followed by data entry, data checking, processing and analysis using the IBM SPSS Statistics (version 22) software. The sample size was 209 students with the following characteristics: 60.8% men and 39.2% women, 56.9% up to 20 years old and 43.1% of 21 years old or above, 26.8% working and 73.2% non working students.
Results

Social media use
The frequency of use for the three main social media Facebook, YouTube and Twitter is listed in table 1. The first two categories "daily" and "3-4 times per week" are grouped together and form the "frequent users", while the grouping of the remaining 180 SOCIAL MEDIA USE AND ITS IMPACT TO STUDENTS' ALCOHOL PREFERENCES AND CONSUMPTION three categories ("1-2 times per week", "less often" and "never") form the "non frequent users" for each networking medium. It is apparent that students use frequently Facebook (79.4%) and YouTube (83.2%). Overall, except for the "never" category, students use Facebook and YouTube at a rate of 87.6% and 92.3% respectively. The mean durations for each time of use are three (3) and two and a half (2 1/2 ) hours respectively. Instead, Twitter is frequently used only by 6.7% and totally by 14.4%, while the mean duration value is one (1) hour for each time of use.
Investigating the cumulative "frequent use" of all three social media, it results that a percentage of 92.3% of the students use frequently at least one medium (table 2). In addition, the cumulative duration for all three social media is characterized by a mean value of five (5) hours for each time of use. Furthermore, there is an almost equal distribution of students who use in total the specific social media five or more hours, with a percentage of 49.8%, while 50.2% of the students use them for less than five hours.
By combining the results of "frequent use" and the cumulative duration of social media, two groups are generated:
1. Systematic users: students who use frequently at least one social medium for five or more hours for each time of use, who come up to 49.3% of the total sample. 2. Non systematic users: the rest of the students, 50,7%, who do not use frequently any medium or the cumulative duration is less than five hours for each time of use. The distribution of systematic and non systematic users of social media according to their characteristics is given below (table 3). Within age groups, there is a significant difference, with the younger students (60.5%) being more systematic users than the older ones (34.5%). The differentiations within gender and working status are rather indicative, with men (52%) being more systematic than women (45.1%) and working students (44.6%) less systematic users than non working (51%).
Examining the reasons for using the social media, Facebook is mainly used for personal communication (83.7%) and moreover for entertainment-fun (45.9%) and gaming (36.8%). YouTube is mostly used for entertainment-fun (84.2%) and then for training-research (41.1%) and general information-access to sources (31.6%). Since Twitter is used only by a few students, there was not any particular reason worthy to be mentioned.
Alcohol preferences and consumption
Students were asked about their beverage preferences, with two possible options in order of preference. The results are presented in table 4. Wine (29.2%) and beer (28.7%) are the first choices in student preferences, followed by alcohol beverages (19.6%). As a second choice, beer comes first with 23.9%, while alcohol beverages (21.1%) and wine (17.2%) come next. Cumulatively, beer dominates as a choice (52.6%), wine is in second place (46.4%) and alcohol beverages come third (40.7%).
Students, regardless of gender, age, or working status, consume on the average two (2) alcohol beverages in an ordinary social event. Up to two drinks are consumed by 66.5% of the students, while 33.5% of them consume three or more alcohol drinks.
With respect to their awareness of alcohol promotion ways, the majority of the students (69.1%) referred to advertisements in the classic media, such as television, radio, newspapers, or magazines, apart from internet. They also reported promotion with test-treat beverages in super markets (27.9%) and promotion made in bars, clubs, pubs (25%). A percentage 24.3% of the students have seen alcohol advertisements in the internet, but they did not make specific reference to various social media, which was done only by 14.7%. Perhaps, these two particular mentions act collectively (39%) and relate them to social media, because of the extensive use by students. Finally, 10.3% are aware of alcohol drinks from friends and/or relatives.
Social media use and alcohol
The results of beverage preferences for systematic and non-systematic users of social media are shown in table 5. These results relate to the first research question, namely, whether the systematic use of social media affects preferences in types of alcohol. It seems to be a relevant distinction between the two groups only in alcohol beverages (whiskey, vodka, gin, etc), where systematic users prefer them at a greater degree, 26.9% versus 15.7%, while differences in other beverage preferences are not as pronounced. Also, in exploring the systematic social media use in relation to alcohol consumption, i.e., the number of alcohol drinks in a typical social event, it did not seem to have a particular effect, since for both user groups the average number of drinks is two (2) . Therefore, with respect to the second research question, the systematic use of social media does not seem to influence alcohol consumption.
The results of students' attitude in various issues on alcohol promotion through social media are contained in table 6. The main observations that can be mentioned is that a percentage of 38.8% agree or strongly agree with the view of alcohol promotion by social media, 39.2% maintain a neutral position, while 22% disagree or strongly disagree. Also, the majority (53.1%) of the students believe that people are being informed about new alcohol products through social media as well, while about 1/3 have a neutral point of view and 14.8% disagree or strongly disagree. A large proportion, almost 80% believe that alcohol companies use social media to promote their products and 55.5% that viewing alcohol on social networks causes young people to consume alcohol. Almost half of the students (49.2%) say that social media affect individual preferences to alcohol, while only 20.2% disagree with this view. Finally, a high percentage of 70.4% believe that minor children are affected by social media for drinking alcohol.
Overall, opinions on these issues do not differ significantly for systematic or nonsystematic users of social media, with the exception of their position that people are being informed about new alcohol drinks through social networks. Systematic users agree to a greater extent (60.2%) with this particular view than non-systematic (46.2%).
Summary -Conclusions
Nowadays, alcohol is used daily around the world for consumption, in various forms such as wine, beer, liqueur and other alcohol beverages, and is a key component of food and fun. The ways to promote alcohol vary. Apart from traditional marketing methods, in today's digital era, alcohol is also promoted systematically by the social media, such as Facebook, YouTube, Twitter etc. The significance of the social media market is huge, as they are rapidly evolving and the increase of their users is continuous. This is the main reason why companies use and exploit the potential of social media for penetration, advertising and promoting their products to millions of users, with the ultimate goal, obviously, to increase their sales.
The alcohol companies are prime participants, by promoting alcohol beverages with digital methods via the internet, using all possibilities for penetrating users of social media. The need to enhance their sales leaves subordinate interest which they should demonstrate to protect children and young people from alcohol, who are the main recipients of the advertisements, as well as the most vulnerable audience. Therefore, for this particular reason, there should be stricter rules, both for viewing and promoting alcohol products online through the internet.
In this context, a survey research was conducted to 209 students of the Department of Oenology and Beverage Technology in the Faculty of Food Technology and Nutrition of the Technological Educational Institute (TEI) of Athens, on the impact of social media use with respect to their alcohol preferences and consumption, as well as their views concerning alcohol promotion through social media.
The vast majority of students in the sample (92.3%) use frequently, daily or 3-4 times per week, at least one social medium, with an average duration value of five hours. The social media are primarily used for personal communication and entertainment/fun. Almost half of the students (49.3%) are systematic users, which means they use social media daily or 3-4 times a week with a duration of at least 5 hours. With respect to alcohol preferences of the students, beer dominates with a percentage of 52.6%, followed by wine (46.4%) and alcohol beverages (40.7%). The systematic use of social media affects only partially the alcohol preferences of students. There is a relative differentiation between systematic and non systematic users, 26.9% versus 15.7%, only in alcohol beverages (whiskey, vodka, gin, etc), while in other beverage preferences they do not particularly differ. Also, alcohol consumption, with an average of two drinks in a typical social event, is not affected by the systematic use of social media. In general, the views of students for alcohol promotion in social media do not differ particularly for systematic or non-systematic users, apart from the issue that people are being informed about new alcohol products through social media as well. Systematic users agree to a greater extent (60.2%) to this view than non-systematic users (46.2%). Part of the students (38.8%) are in line with the promotion of alcohol by social media, while 39.2% maintain a neutral position. Nearly 80% believe that beverage companies use social media to promote their products and 55% think that viewing alcohol in these networks causes young people to consume alcohol. Almost half of the students (49.2%) agree that social media influence individual alcohol preferences. Finally, a high percentage of 70.4% believe that minor children are affected by social media for drinking alcohol.
